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Abstract

Purpose - This study focuses on clues that can clearly amplify the effects of background music. Review which store
environments have a direct and positive impact on consumer responses, such as purchases.

Research design, data, and methodology - This study focuses on clues that can clearly amplify the effects of background
music. The purpose of this study is to examine what kind of store environment, combined with background music, has a
direct and positive effect on consumer reactions such as purchase, and suggest future research directions.

Results - The manager decides to use background music in the store because it is relatively inexpensive and easy to
identify the emotional response of the consumer. In addition, appropriate background music lowers the psychological
purchasing barriers of consumers. Previous studies have often not conducted a basic review of whether consumers perceive
background music when it is used in retail stores. For example, it is necessary to make sure that the volume of the
background music is loud enough and that the noise is properly excluded despite the congestion of the store so that the
pure influence of the background music on the consumer can be measured. A way for store managers to clarify and
differentiate their identity is to create a unique and satisfying store atmosphere for their customers. In order to help
customers focus on their purchases, store managers must use marketing elements to integrate the five senses. And they
should plan background music aiming at synergy effect of these five senses. In other words, in order to make the store
atmosphere positive, it is not enough to have a suitable visual design interior or background music in the store, and
consumers should have the opportunity to smell, taste and touch it directly.

Conclusions - In conclusion, we hope that the following issues will be studied by several scholars in the future. It should be
clarified that the impact of background music on customers varies depending on the customer's movement in the store, the
selection of the background music genre order, and the timing (interval) of background music exposure to the customer.
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Table 1: Study on background music in store

Researcher

Study Results

Holbrook and Anand (1990)

Pleasant music increases shopping time.

Kellaris and Ronald (1993) | . ="

The effect of sound on preferences is controlled by gender, and women are more responsive to sound

Michon and Chebat (2004) perceptions of the mall.

Store music generally has a positive impact on consumers, and fast tempo music affects shoppers'

Garlin and Owen (2006)

When slow background music is played in the store, the customer stays longer and the fast
background music plays the opposite.

Cameron et al. (2003)

Testing the effect of music on the attitude of waiting for service, consumers were better in line and
waiting longer when listening to music.

Demoulin (2011)

Customers perceive higher service quality when listening to music that matches the nature of the store.

Jacob et al. (2009)

Tested how the music genre affects the sales of flowers sold in flower shops, sales were the highest
when romantic music was played than when no music was played or when pop music was played.
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